Due to changing landscape of competition, Islamic Banks must consider both the Muslim and non-Muslim segment and pay attention to the factors that shape their satisfaction and loyalty. This study aims to investigate the effect of fairness, service quality, and image on the satisfaction and loyalty of Islamic Banking consumers both in Muslim and non-Muslim segments. This research uses survey methods and path analysis methods. The results show that fairness, service quality, and image have influence on the satisfaction and loyalty of consumers in the Muslim and non-Muslim segments with varying magnitude and significance. Fairness also has the most significant influence on the satisfaction and loyalty of non-Muslim consumers. The influence of fairness in the non-Muslim consumer segment is greater than the influence in the Muslim segment. This can be an indication that non-Muslim consumers perceive Islamic Banking products to have a fairer scheme than conventional products.
I. INTRODUCTION
Islamic banking shows a positive trend, as evidenced by the growth in the number of consumers globally. This positive growth also occurred in Indonesia. In 2011 the value of Islamic Banking assets nationally was IDR 145.47 trillion and had grown to IDR 280.8 trillion in 2015. The amount of these assets contributed to 4.6 percent of overall national banking assets. [1] .
One of the reasons for the development of Islamic banking is the flexibility in solving problems with consumers which is not found in the practice of conventional banks that generally impose penalties [2] . This development is also in line with the objectives of Islamic Banking practices that encourage equality in achieving prosperity and economic growth [3] .
The non-Muslim consumers also grew and encouraged the internationalization of Islamic Banking products [4] . The growth of non-Muslim consumers mainly occurs in conventional banks, which also provide Islamic products through other divisions or subsidiaries [5] . One study states that the main reason for choosing Islamic Banking products is transparency [6] . It indicates that Islamic Banking products also have benefits that are attractive to non-Muslim consumer segments.
Looking at the facts, the Islamic Banking has excellent potential to expand the target market segment for non-Muslim consumers. Islamic Banking should no longer only be seen as a business to meet the spiritual needs of consumers. Conventional banks have become competitors by continuously improving product quality and service to consumers [7, 8] . Therefore, Islamic bank managers must understand consumer perceptions on business operations, especially related to service quality [9] .
Many studies have investigated the relationship between consumer satisfaction and loyalty to Islamic Banking products. Profit sharing schemes as a characters of Islamic Banking products have a positive and significant influence on consumer satisfaction and loyalty [10] . Some studies also found that service quality has a significant influence on consumer satisfaction and loyalty in Islamic Banking [11] . The Islamic approach, accompanied by service quality shows a positive influence on consumer satisfaction [18] . Other research indicates that there is a positive and significant effect of traditional marketing variables, namely image, on consumer loyalty of Islamic banking [12] .
Research that investigates motivation in using Islamic Banking products found that non-Muslim consumers get higher benefits than conventional banking products [13] . One of the advantages is that sharia-based investments produce a more consistent rate of return [14] . Research that compares consumer segments finds the fact that aspects of conformity with sharia have an influence on satisfaction and loyalty for Muslim consumers. Marketing aspects, such as image and trust, have more influence on the satisfaction and loyalty of non-Muslim consumers [15] . Meanwhile, in Indonesia, studies that investigate and compare factors that have an impact on satisfaction and loyalty of Muslim and non-Muslim consumers towards Islamic Banking products have never been done.
This study aims to investigate the effect of factors outside of religiosity on satisfaction and loyalty of Islamic Banking consumers, both in the Muslim and non-Muslim segments. This study takes the perception of fairness variable on the profit sharing scheme (fairness), service quality, and company image (image) and their effects on satisfaction and loyalty of both Muslim and non-Muslim consumers. Therefore the question in this study is how does the perception of fairness, service quality, and image influence the satisfaction and loyalty of Islamic Banking consumers both in Muslim and non-Muslim segments?
II. LITERATURE REVIEW

A. Fairness and Consumer Satisfaction
Several studies have investigated the effects of various dimensions on consumer satisfaction. Several studies show that aspects other than quality, such as perceptions of fairness in service and product offerings have a significant influence on the level of consumer satisfaction [16] . Sharia principles define fairness through interest-free financing practices and focus on consumer reputation along with better service delivery [17] . In other words, the philosophy of Islamic banking is to share and to mobilize resources with risk sharing and providing the best service and transparency. This principle emphasizes that financing schemes must be based on communication and good relations between consumers and bankers [18] .
Research has studied the relationship between perceptions of fairness in Islamic banking and comparing with conventional banks. A study shows that the profit sharing system through the Islamic mechanism can mitigate risk and ensure the stability of returns in various economic conditions. [19] . The stability of these returns has a positive impact on consumer satisfaction. A study states that there is a positive relationship between perceptions of fairness and the level of consumer satisfaction [20] . Other researches indicate that perceptions of fairness must be strengthened through good relations with consumers to have a positive impact on consumer satisfaction [21] . Therefore the first hypothesis in this study is: H1a: Fairness has a positive and significant influence on satisfaction of Muslim consumers H1b: Fairness has a positive and significant influence on satisfaction of non-Muslim consumers.
B. Service Quality and Consumer Satisfaction
Service quality is an output of performance improvements carried out continuously to provide satisfaction to consumers [22] . The concept of satisfaction also implies that consumers receive according to or exceed what they expect [23] .
Service quality in Islamic Banking has become increasingly important in relation to a competition involving not only sharia financial service providers but also conventional banking. Factors inherent in Islamic Banking, namely conformity with religious teachings, are no longer competitive factors to create consumer satisfaction. Islamic Banking practitioners must pay attention to the quality of service to maintain their consumers [24] .
Research shows that service quality has a positive and significant effect on consumer satisfaction [25] . In the context of Muslim and Non-Muslim consumers, a study also shows that service quality holds an important factor in creating satisfaction [26] . Therefore the second hypothesis in this study is: H2a: Service quality has a positive and significant influence on satisfaction of Muslim consumers. H2b: Service quality has a positive and significant influence on satisfaction of non-Muslim consumers.
C. Image and Consumer Satisfaction
Image of an organization convey a strong perception on how the products or service will be delivered to the consumers. Organizational image is an aggregate consumer perception obtained while using product or service. In other words, it is how consumers image an organization. The organizational image is the result of the interaction process between a company and consumers, and it helps distinguish it from the competitors [27] .
Some studies related to corporate image state that there is a positive relationship between image and consumer satisfaction [28] . A study states that a positive image helps provide initial perceptions and expectations for consumers that support the creation of satisfaction after the product or service has been delivered [29] . An image in the Islamic Bank will help build trust that is closely related to satisfaction in both Muslim and non-Muslim consumers [30] . Therefore the third hypothesis is: H3a Image companies have a positive and significant influence on satisfaction of Muslim consumers. H3b: Image of the company has a positive and significant influence on satisfaction of non-Muslim consumers. Based on the first, second, and third hypotheses, this study proposes the fourth hypothesis: H4a Fairness, service quality and image simultaneously have a positive and significant influence on satisfaction of Muslim consumers. H4b Perception of fairness, service quality, and image simultaneously have positive and significant influence of satisfaction for non-Muslim consumers.
D. Fairness and Consumer Loyalty
Consumer loyalty plays an important role in the success of the company. Loyal consumers tend to make repeat purchases and promote a good corporate image. The role of consumer loyalty is becoming increasingly important in the midst of competition that makes consumer acquisitions unable to guarantee long-term success [31] . Therefore management emphasizes marketing strategies to retain consumers in the long term. Maintaining loyal consumers is a more profitable choice for companies, given the lower cost of maintaining consumers compared to efforts to acquire new consumers [32] .
Fairness in business shows a positive relationship in order to build trust and create loyal consumers [33] . In particular, a study emphasizes the importance of fairness in terms of information disclosure and adherence to agreed procedures. In the practice of Islamic Banking, fairness also has a direct influence on consumer loyalty [34] . Therefore the fifth hypothesis in this study is: H5a Perception of fairness has a direct and positive influence on loyalty of Muslim consumers. H5b Perception of fairness has a direct and positive influence on loyalty of non-Muslim consumers.
E. Image and Consumer Loyalty
Some studies state that the use of the marketing mix or often referred to as 4 Ps (product, price, place, and promotion) are no longer effective for creating consumer loyalty. The increasing intensity of competition makes companies have to carry out relationship marketing strategies by fostering good relationships with consumers. [35, 36] . In this context, a good image of the company will greatly help build good relations to consumers.
Building consumer loyalty is a continuous job and requires organizational commitment. Some studies suggest that consumer satisfaction is a significant moderation in loyalty support [37] . On the other hand, some studies show that images positively and significantly also have a direct Advances in Social Science, Education and Humanities Research, volume 339 impact on consumer loyalty [38] . In Islamic Banking practice, research shows that images also have a positive and significant influence on consumer loyalty [39] . Other research shows that the influence of this image is more significant for non-Muslim consumers compared to Muslim consumers [40] . Thus, this study proposes the sixth hypothesis: H6a Image has a direct and positive influence on loyalty of Muslim consumers. H6b Image has a direct and positive influence on loyalty of non-Muslim consumers.
F. Consumer Satisfaction and Consumer Loyalty
Consumers feel satisfied with a product or service if the realization of the fulfillment of needs is felt to exceed or match expectations [41] . Some studies suggest a positive relationship between satisfaction and consumer loyalty [42] . A research also linked the satisfaction of Muslims and non-Muslims consumers to loyalty. This study found that consumers' satisfaction has a positive and significant effect on loyalty to both Muslims and non-Muslim consumers [43] . Therefore, the seventh hypothesis is: H7a Satisfaction has a direct and significant positive influence on loyalty of Muslim consumers. H7b Satisfaction has a direct and positive influence on loyalty of non-Muslim consumers.
Based on previous hypotheses, the eighth hypothesis in this paper is: H8a Fairness, service quality, image, and satisfaction have a positive and significant influence on loyalty of Muslim consumers. H8b Fairness, service quality, image, and satisfaction have a positive and significant influence on loyalty of non-Muslim consumers,
III. METHODOLOGY
This study used survey method using questionnaires with a 1-5 Likert scale, with indicates strongly disagree, disagree, neutral/doubtful, agree, and strongly agree. The researcher obtained respondents using consumer data at two banks in two places, namely Bogor Regency and Bogor City. The first bank is a company focused only on sharia schemes, while the second bank is a conventional bank that has a sharia business unit. According to internal data from the two banks, there are a total of 2,260 active financing customers, consisting of 1,768 Muslim consumers and 492 non-Muslim customers.
Researchers distributed questionnaires through electronic media, where there were 530 questionnaires returned. After evaluating, the researcher only gets 512 questionnaires that are filled in completely and can proceed to the processing stage. The composition of the complete questionnaire consisted of 352 Muslim respondents and 160 non-Muslim respondents. Thus the survey has an overall response rate of 22.65 percent. Based on the segment, the response rate is 19.9 percent for the Muslim consumer segment and 32.52 percent for the non-Muslim segment. esearchers used the path analysis method provided by SPSS version 24.0.
IV. RESULTS
A. Validity and Reliability Test
In the initial stage, researchers distributed questionnaires to 50 respondents which aimed to test the validity and reliability of the research instrument. The questionnaire consists of 2 parts, where the first part is a question related to the identity of the respondents, while the second part is a question related to the research variable. Three items of questions represent each variable. Table 1 summarizes the results of validity and reliability tests. The Pearson Coefficient value is measured at df 48 (50-2) significance level of 0.05 (two-tailed test) is 0.279. All question items have a corrected item-total correlation value above 0.279, and this indicated that all items are valid [67]. The Cronbach's alpha showed that an item deleted value of all items is above 0.7, which implies a high level of reliability. The overall Cronbach's alpha value is 0.802. This number is higher than 0.7 and it indicates that the overall questions are reliable [44] .
B. Hypotheses Testing
The regression involves two sub-structures. Regression in substructure 1 involves three independent variables (fairness, service quality, image), and one dependent variable (satisfaction). While the regression in substructure 2 involves three independent variables (fairness, image, and satisfaction), and one dependent variable (loyalty). Table 2 summarizes the regression results in substructure 1 and table 3 summarizes the regression results in substructure 2. Table 2 indicated that: a. The coefficient for fairness in Muslim segment is 0.222, and the t value is 4.552 with a significance level of 0.000 Table 3 indicated that: e. The coefficient for fairness in Muslim segment is 0.287, and the t value is 6.135 with a significance level of 0.000 (<0.05) or significant. Thus, H5a is accepted; fairness has a positive and significant direct effect on loyalty in Muslim segment. The coefficient for fairness in non-Muslim segment is 0.490 and the t value is 7.753 with a significance level of 0.000 (<0.05) or significant. Thus, H5b is accepted; fairness has a positive and significant direct effect on loyalty in non-Muslim segment. f. The coefficient for image in Muslim segment is 0.004, and the t value is 0.099 with a significance level of 0.921 (>0.05) or not significant. Thus, H6a is rejected; image has no positive and significant direct effect on loyalty in Muslim segment. The coefficient for image in non-Muslim segment is -0.004, and the t value is -0.67 with a significance level of 0.940 (>0.05) or not significant. Thus, H6b is rejected; image has no positive and significant direct effect on loyalty in non-Muslim segment. g. The coefficient for satisfaction in Muslim segment is 0.316, and the t value is 6.752 with a significance level of 0.000 (<0.05) or significant. Thus, H7a is accepted; satisfaction has a positive and significant direct effect on loyalty in Muslim segment. The coefficient for satisfaction in non-Muslim segment is 0.341, and the t value is 5.252 with a significance level of 0.000 (<0.05) or significant. Thus, H7b is accepted; satisfaction has a positive and significant direct effect on loyalty in non-Muslim segment. h. The R Square in Muslim segment is 0.500, while the F value is 86.912, with a significance level of 0.0000 (<0.05) or significant. Thus, H8a is accepted, fairness, image, and satisfaction simultaneously have a positive and significant effect on loyalty in Muslim segment. The R Square in non-Muslim segment is 0.487 with F value is 49.348 with a significance level of 0.0000 (<0.05) or significant. Thus, H8b is accepted, fairness, image, and satisfaction simultaneously have a positive and significant effect on loyalty in non-Muslim segment. Service quality does not have a significant effect on consumer satisfaction in the Muslim segment. This result is in line with research involving the service sector with an intense competition [45] . With the growth in the number of Islamic banks, the quality of service has become a standard practice and cannot be the only determinant of satisfaction. On the consumer side, service quality has been seen as a common thing, so it does not have a significant impact on satisfaction. However, service quality has the greatest effect on Muslim consumer loyalty and is significant for non-Muslim consumers. Consumers view that even though service quality has become mandatory, but a lack of this factor will make consumers turn to other Islamic banking providers.
The findings also show that the image does not have a significant influence on satisfaction, especially in the non-Muslim consumer segment. Image also has no significant effect on consumer loyalty in both segments. This finding is in line with a research that states image cannot have an impact on consumer satisfaction and loyalty. The study also emphasizes the importance of service quality in confirming the image in order to create satisfaction and loyalty [45] .
The interesting finding is that fairness makes the most significant influence on satisfaction and loyalty of non-Muslim consumers. This finding is in line with a research that indicates fairness guarantees consumer openness and has a positive impact on consumer satisfaction and loyalty [46] . This study also reveals that the contribution of fairness to satisfaction and loyalty of non-Muslim consumers is greater than to Muslim segment. It indicates that non-Muslim consumers perceive Islamic Banks' practices to be fairer than conventional banks and make fairness as a critical consideration in choosing banking products.
VI. CONCLUSION
This study concludes that fairness and image have a positive and significant influence on consumer satisfaction in the Muslim segment. Meanwhile, fairness and satisfaction have a positive and significant influence on consumer loyalty in the Muslim segment.
This study also concludes that fairness and service quality had a positive and significant influence on consumer satisfaction in the non-Muslim segment. Fairness and satisfaction also have a positive and significant influence on consumer satisfaction in the non-Muslim segment.
Fairness becomes the most significant influence on the satisfaction and loyalty of non-Muslim consumers. This contribution is also more significant than the contribution of fairness on the Muslim segment. The result indicates that non-Muslim consumers consider fairness as a critical factor in choosing banking products. They also perceive Islamic Banking products as having a fairer scheme than conventional ones.
VII. LIMITATIONS AND RECOMMENDATIONS
The results and implications of this study must be considered in light of the intrinsic limitations of survey research. The nature and relatively small size of the sample limit the capacity to generalize research findings. This study also only takes samples in Bogor region so that it is likely that different results will be found in other regions. Further research can be done nationally or take samples in other big cities to expand the generalizations of the study.
